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Abstract 
 
Branding means much more than just giving a brand name and signalling to the outside world that such a product or 
service has been stamped with the mark and imprint of an organization. Brands are a direct result of the strategy of 
market segmentation and product differentiation. A brand not only merely acts on the market, but also it organises the 
market, driven by a vision, a calling and an apparent design of what the category should become. Numerous brands 
wish only to identify completely with the category of the product, thereby expecting to control it. Today, there is a 
proliferation of brands in the Indian market. Brands of varying shapes, sizes, texture and many other distinctive 
features are available based on our choice, tastes and traditions. This varying demand is evident in any brand from the 
car we drive to the food we take. These brands awake interests in the consumers on the basis of the personalities they 
hold. Every brand thus, has its own distinct personality that appears to us in a different way in different situations. 
Hence, it is considered imperative for the study to investigate the significance of brand personality which will be 
crucial for marketers in their decision making and would eventually frame itself as an important variable for branding 
success. 
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1. Introduction 
 
Branding is an imperative gauge to succeed in the world of business. The personal experience of using 
a brand can be of assorted shapes from the personal experience of using an indistinguishable product 
without the brand. Branding thus enhances the actual experience of a product and thereby adds to its 
value (Cowley, 1991). Brand image and brand identity are often seen as the same thing. However, the 
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image is a perception from an external observer while identity is the internal perception of the brand 
(Selame & Selame, 1988).  When associated to image, brand uniqueness or identity is the arrangement of 
words, ideas and associations that structure the total perception of the brand. The identity is a brand’s 
exclusive feature that makes it unique. It is also how its competitors see a product or service and how it is 
perceived to perform. It includes the strategy that guides how the brand will be sold, the strategic 
personality that improves it and the way in which those two elements are blended, resulting in such things 
as the brand name and logo (Upshaw, 1995).  
Presently, the market is thronged with customization. The society is run by individual tastes and 
fashions which compel the marketers to make products which are customized and suit the tastes of each 
and every one. The consumer sees it as an ability to demand an individual version of whatever is offered 
for sale (Upshaw, 1995). The companies should keep on producing according to the willful tastes and 
desires of its customers without tarnishing its brand identity and image. A brand when successful creates 
a long binding relationship with the consumers and the company should work tirelessly to sustain this 
bonding. Competition is increasing swiftly; changes do challenge the status quo and branding needs to be 
regularly adapted to stay efficient and effective (Randall, 1997). The vision of a company is not to create 
a single sale contract with the customer but to generate brands that remain in the top-of-the-mind recall. 
A company who communicates to the consumer must be concerned with how the consumer develops its 
likes and dislikes, so a strong, favourable and positive preference for the brand is installed (Alreck & 
Settle, 1999). 
Consumers have varying demand from the perfume they use to the food they eat. These brands evoke 
interests in the consumers on the basis of the personalities they hold. Thus, every brand has its own 
distinct personality that appears to us in a different way in different situations. The study intends to 
investigate the personalities of various FMCGs in the Indian market to assess the extent of contribution of 
brand personalities to brand success. 
 
2. Literature Review 
 
According to Hawkins et al (2001), each consumer will purchase the respective product with the 
personalities that match the most of his/her personalities. As a formal definition of brand personality, 
Aaker (1997, p.20) believes that brand personality is “the set of human characteristics associated with a 
brand,” Larson (2002) considers brand personality as the first reaction people tend to have towards a 
brand when they hear, taste, see or touch a certain product belonging to a specific brand name.  
King (1970) remarks that people opt their brands just as they choose their friends irrespective of their 
skills and physical features. They nevertheless like them as people. Hawkins et.al (2001) says that 
consumers see brand personalities in five dimensions. They are sincerity, excitement, competence, 
sophistication and ruggedness, each one consisting of several categories. For instance, the sincerity aspect 
speaks about how dedicated the brand is to the consumer and the consumers may also think about how 
down-to-earth, wholesome and cheerful the brand might be. Hawkins (2001) also contends that a brand 
builds up its personality during the term of its life cycle. These personalities or characteristics help the 
brand build itself up and eventually increases its market share. Thus, personality is a crucial factor to 
assure the marketers of the success of a brand. Plummer (2000) says that brand personality has two 
different sides which are equally important. One side is called the input and stands for what the brand 
managers want their consumers to perceive about their brand and the other side stands for what the 
consumers are thinking and feeling about the brand. Plummer also says that these two sides of brand 
personality may be called the brand personality statement and brand personality profile.  
An increased interest in the perception of brand personality has been noticed in recent years and its 
importance has become more apparent. Brand personality is defined as “the set of human characteristics 
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associated with a brand” (Aaker, 1997). Brand personalities help in creating a set of unique and 
favourable associations in the consumer memory and thus build and boost brand equity (Keller, 1993; 
Johnson et al., 2000; Phau and Lau, 2000) Brand personality is thus, considered an important for brand 
success with regard to preference and choice (Batra et al., 1993; and Biel, 1993).  
From the managerial point of view, brand personality enables firms to communicate about their brands 
with the customers more effectively and this plays a key role in advertising and other promotional efforts 
(Plummer, 1985; Batraet al., 1993; and Aaker , 1996). Marketing experts have thus become aware of the 
building of a clear and distinctive personality for brands (Yaverbaum, 2001) 
Aaker has given a detailed description on how brand personality can create market differentiation. 
First, a personality can make the brand interesting and memorable.” He adds that “a brand without 
personality has trouble gaining awareness and developing relationship with customers. Second, brand 
personality stimulates consideration of constructs such as energy and youthfulness, which can be useful to 
may brands. Third, brand personality can help suggest brand – customer relationships such as friend, 
party companion or advisor.” He concludes that “with the personality metaphor in place, relationship 
development becomes clearer and more motivating.” Aaker (1997). 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Aaker  (1997) 
Fig. 1: Dimensions of Brand Personality 
 
3. Problem Discussion 
 
It is a well known fact that there is a proliferation of FMCG brands in the market. Many new product 
lines have been introduced and extended in the FMCG segment. Some FMCGs carve a niche for 
themselves in their respective product segments and they establish a strong position in terms of market 
share. These brands develop distinct personalities in the minds of the consumer. There are doubts that the 
personality perceived for one FMCG brand may be different for the other in the same product category. 
Certain brands may exploit the personality of another in the same product category and destroy its image 
ultimately. It is argued strongly in this study that companies should be very careful while designing their 
brands’ personalities. The perceived personality should be communicated within the organisation and 
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care must be taken in sharing the distinct personalities to the outside world. The research intends to find 
out the various personalities that define FMCG brands in general so that the companies may take 
initiative to strengthen and boost their brands in future and guarantee success. 
 
4. Methodology 
 
The study on brand personalities was conducted on consumers of FMCG brands. 360 consumer 
respondents were selected from the four major cities of South India namely, Bangalore, Cochin, Chennai 
and Hyderabad and a structured schedule was prepared for the purpose. The brands were selected by 
using data selected from the Brand Equity’s “Most Trusted Brands of 2010” which is a ranking of brands 
published by Economic Times every year. The brands are ranked and prepared on the basis of the AC 
Nielsen Retail Audit Survey. The top fifty FMCG brands were selected and a pretest was conducted 
among 100 respondents to rate the ten most popular FMCGs among the top fifty. The brands, thus, 
selected for the study were Cinthol, Dettol, Johnson & Johnson, Lifebuoy, Surf, Amul, Pond’s, Vicks, 
Colgate and Britannia. Fifteen personality traits were selected for the study for assessing the personalities 
of the ten selected brands. These traits were selected from the brand personality models of Aaker and 
Hawkins keeping in view the Indian market scenario. Sincere, Flavouring, Sentimental, Friendly, Trendy, 
Young, Unique, Exciting, Modern, Reliable, Successful, Glamorous, Feminine, Masculine and Inspiring 
were the traits selected. The PROXSCAL Multidimensional scaling technique was applied to identify the 
dominating traits of brand personality for the brands selected for the study. 
 
5. Analyses and Interpretations 
 
Multidimensional scaling provides an unbiased view of consumer perceptions regarding similarities 
between brands or objects. The PROXSCAL multi-dimensional scaling technique goodness of fit test 
(Table 1) shows the Stress –I and Stress-II values to be 0.317 and 0.747. The configurations derived from 
dimension 1 and 2 for the selected brands using multidimensional scaling technique (Table 2a and 2b) 
distinguishes the positive traits from the negative brand personality traits thus identifying the positive 
traits leading to brand success. ‘Sincere’ trait shows positive dimensions for all the brands excepting 
Dettol and Ponds. In the case of ‘Flavouring’, Colgate is the only brand with positive values. 
‘Sentimental’ exhibits positive values for all the brands except Johnson & Johnson. Dettol and Britannia 
are the only two brands that showcase negative values for the trait ‘Friendly’. Likewise, in the case of 
‘Trendy’, Lifebuoy and Surf are the only two brands that exhibit negative values since they are perceived 
as traditionalistic brands. Positive dimensions are portrayed for ‘Young’ in the case of all brands with the 
exception of Colgate, the reason being Colgate is a matured brand. Britannia and Amul show negative 
values for ‘Unique’ from among the rest of the selected brands the reason being the respondents do not 
find anything exceptional in these two brands. ‘Exciting’ portrays negative values for Colgate, Vicks and 
Johnson & Johnson and it is understood that these brands do not elicit excitement in the consumers. The 
trait ‘Modern’ shows negative dimensions for Lifebuoy and Surf as they are considered as old age brands. 
Britannia, Dettol and Ponds displays negative values for ‘Reliable’ thus revealing that it is not a 
significant trait for these brands in defining their success. Only Surf shows a negative value for the trait 
‘Successful’. ‘Glamorous’ showcases positive dimensions for all brands excepting Ponds and Amul. In 
the case of ‘Feminine’, Colgate, Vicks, Amul, Lifebuoy, Surf and Cinthol demonstrates negative values 
from among the rest of the selected brands. ‘Masculine’ displays positive values for all brands except 
Colgate and Cinthol. Finally, the trait ‘Inspiring’ presents negative dimensions for Johnson & Johnson 
only as the brand has become a household name for baby products and it has earned itself a high brand 
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loyalty from consumers. Figure 2 shows the common space plot of the fifteen personality traits assessing 
the personalities of the ten selected brands.  
The following inferences may be drawn from the analyses: 
x The ‘Sentimental’ feature was found to be common for all FMCG brands thus symbolizing a strong 
trait for the FMCGs 
x Young, Successful and Inspiring were other characteristics of brands that were seen for most of the 
brands thus forming the second level of hierarchy on FMCG personalities.  
x The third level showed traits such as success, friendly, trendy, unique, modern and glamorous. 
 
Fig 2. Common Space Plot of the personality traits of the ten brands 
 
Table 1. PROXSCAL MDS Goodness of Fit Stress and Fit Measures 
 
Normalized Raw Stress .10102 
Stress-I .31784(a) 
Stress-II .74666(a) 
S-Stress .18625(b) 
Dispersion Accounted For (D.A.F.) .89898 
Tucker's Coefficient of Congruence .94814 
PROXSCAL minimizes Normalized Raw Stress. 
a  Optimal scaling factor = 1.112.  b  Optimal scaling factor = .902 
 
6. Conclusion  
During the past few decades, it has become increasingly convincing for firms that brands are their 
most valuable assets (Keller 1993, Quelch and Harding 1996, Sattler and Price Waterhouse Coopers, 
2001). Firms have initiated various strategies so that their brands remain in the top of the mind recall of 
the consumers. The concept of brand personality has gained momentum in the last few years. Market 
researches portray the importance of personality traits in brand success. In the turbulent market situation 
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faced by companies today, it is felt that they should emphasize the personality of their brands as 
perceived by their consumers.  
 
Table 2. PROXSCAL Multidimensional Scaling - Configuration Derived in Dimension I and II for the Brands Selected 
 
Final 
Coordinates 
  
Colgate Vicks Britannia Dettol Ponds 
Dimension Dimension Dimension Dimension Dimension 
1 2 1 2 1 2 1 2 1 2 
Sincere 0.631 -0.123 0.456 -0.001 -0.639 0.068 -0.480 -0.218 -0.562 -0.016 
Flavouring 0.359 0.710 -0.351 -0.131 -0.016 -0.789 0.589 -0.431 0.467 -0.414 
Sentimental -0.409 0.437 -0.140 0.426 0.202 -0.168 0.020 0.503 0.080 -0.266 
Friendly 0.104 0.430 0.435 -0.400 -0.232 -0.359 -0.211 -0.588 0.012 0.376 
Trendy 0.354 -0.649 0.405 -0.656 0.018 0.653 -0.499 0.689 0.422 0.130 
Young -0.127 -0.541 0.006 -0.574 0.257 0.345 0.040 -0.179 -0.092 -0.061 
Unique -0.093 0.813 0.043 0.622 -0.728 -0.248 0.260 -0.589 -0.376 0.247 
Exciting -0.421 -0.556 -0.699 -0.166 0.570 -0.421 0.379 0.103 0.818 -0.275 
Modern 0.269 -0.259 0.396 0.496 -0.319 0.558 -0.839 0.005 -0.208 0.711 
Reliable 0.728 0.273 0.720 0.365 -0.477 -0.529 -0.553 -0.483 -0.719 -0.374 
Successful 0.789 -0.396 0.842 -0.017 -0.727 0.492 -0.685 0.236 -0.704 0.549 
Glamorous -0.593 0.091 -0.635 0.324 0.695 -0.132 0.794 -0.053 -0.442 -0.675 
Feminine -0.591 -0.182 -0.580 -0.557 0.627 0.388 0.463 0.491 0.042 -0.711 
Masculine -0.833 -0.120 -0.924 0.268 0.893 0.089 0.876 0.266 0.776 0.266 
Inspiring -0.167 0.072 0.025 0.003 -0.125 0.053 -0.154 0.247 0.486 0.513 
 
 
Table 2b. PROXSCAL Multidimensional Scaling - Configuration Derived in Dimension I and II for the Brands Selected 
 
Final 
Coordinates 
  
Amul Lifebuoy Surf Johnson & Johnson Cinthol 
Dimension Dimension Dimension Dimension Dimension 
1 2 1 2 1 2 1 2 1 2 
Sincere 0.710 0.136 -0.363 0.248 -0.628 0.308 0.566 -0.053 -0.412 0.373 
Flavouring -0.135 -0.296 0.707 -0.414 0.538 -0.532 -0.626 -0.543 0.478 -0.399 
Sentimental 0.209 0.545 0.200 -0.185 -0.323 0.117 -0.142 -0.514 0.149 -0.205 
Friendly 0.467 -0.484 -0.103 0.611 -0.100 0.477 0.184 -0.295 -0.120 0.033 
Trendy -0.120 0.581 -0.291 -0.449 -0.327 -0.395 0.213 0.488 0.604 0.243 
Young -0.066 0.203 -0.050 -0.078 0.294 0.094 -0.013 0.150 -0.005 0.599 
Unique -0.131 -0.674 0.133 0.494 0.045 -0.247 0.657 -0.304 0.731 -0.031 
Exciting -0.541 0.221 0.586 -0.003 0.572 -0.227 -0.686 -0.185 0.411 -0.611 
Modern 0.238 -0.032 -0.669 -0.264 -0.074 -0.663 0.525 0.537 0.509 0.660 
Reliable 0.786 -0.193 -0.759 0.219 -0.458 0.712 0.332 -0.712 -0.779 0.127 
Successful 0.713 0.524 -0.632 0.554 -0.797 -0.024 0.876 0.209 -0.562 0.634 
Glamorous -0.694 -0.064 0.613 0.332 0.744 0.023 -0.193 0.614 -0.669 -0.287 
Feminine -0.651 -0.451 -0.409 -0.694 -0.624 -0.520 -0.664 0.192 -0.116 -0.698 
Masculine -0.909 0.448 0.869 0.282 0.866 0.383 -0.721 0.515 -0.468 -0.648 
Inspiring 0.123 -0.463 0.167 -0.653 0.271 0.494 -0.308 -0.099 0.251 0.209 
 
The results of the study demonstrate that all the traits advocated by Aaker (1997) and Hawkins (2001) 
strongly influence the brands and it is perceived that they shall help in achieving brand success. Some of 
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the analyses show surprising results in the case of brands such as Dettol and Johnson & Johnson, these 
being household names in the FMCG industry. To conclude, the marketers should focus on strengthening 
their strategies by emphasizing on the significant personality traits of their brands. This can provide 
startling new insights for marketing managers and thus lead to strategic changes in brand positioning or 
communications.  
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